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Abstract 
 
 
 
While a vast number of studies have pointed out the keys of relationship marketing 
practices in consumer markets, little attention has been paid to the value the organization 
can get from such strategies in the B2B market. The literature provides relatively little 
support for the effectiveness of relationship marketing programs. The purpose of this 
research is to produce some evidence of the association between customer relationship 
marketing strategies which are attraction activities and Loyalty programs, Customer 
satisfaction and the market performance. The proposed hypotheses are tested in the case 
of telecommunication service firms, where long-term relationship is needed.  This 
research involved collecting data from Libyan Telecommunication Users to understand 
the relationship exists between attraction and loyalty programs with market performance 
of the companies and the market performance is measured by market position, customer 
perception about the firm and customer’s loyalty.  
 
Keywords : Relationship Marketing, Service Marketing, Market Performance,  Libyan 
Telecommunication. 
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CHAPTER 1 
INTRODUCTION 
1.1 Background 
Marketing is one of the core disciplines of successful management today. It impacts on 
society everyday in a myriad of ways – creating new products and services; helping 
organizations understand what people want and need; helping people find products and 
services that meet their needs; communicating information that makes people’ s lives 
more efficient; creating exchanges that generate employment and wealth. But 
marketing also raises ethical issues about excess consumption, unhealthy obsessions 
and addictions, the impact we have on the environment and the communities in which 
we live. 
Based on the nature of marketing, it involves voluntary “exchange relationship where 
both sides must be willing parties. The parties must be able to communicate which 
could be through different instrument. Therefore, in today’s highly competitive 
environment, business needs to better understand their customers, which who are the 
most profitable, and how to best retain those customers. This understanding meets 
through different channels which one is CRM. 
“CRM is short for Customer Relationship Management, the industry term for the set of 
methodologies and tools that help an enterprise manage customer relationships in an 
organized way” (Strategic Management website- 2005). CRM helps companies make 
The contents of 
the thesis is for 
internal user 
only 
88 
 
REFERENCES 
 
Andreassen,W, Lindestad,B.,(1998), “The impact of corporate image on quality, 
customer satisfaction and loyalty for customers with varying degrees of service 
expertise” , International Journal of Service Industry Management, 9 ,1, pp. 7-
23, 
 
Bourne, M.C.S., Mills, J.F., Bicheno, J., Hamblin, D.J., Wilcox, M., Neely, A.D. and 
Platts, K.W.(1999), “Performance measurement system design: testing a 
process approach in manufacturing companies”, International Journal of 
Business Performance Measurement,Vol. 1 No. 2. 
 
Bourne,M., Kennerley.M and Santos,M.,(2005) “Managing through measures: a study 
of impact on performance” Journal of Manufacturing Technology Management 
Vol. 16 No. 4, 2005 pp. 375-393 
 
Buzzell, R. and Gale,B.(1987), “The PIMS Principles”, The Free Press A division of 
Macmillan, Inc., ISBN 0-02-904430-8 
 
Cannon.Joseph p.,(1999)”Buyer-Supplier relationship in business market”, Journal of 
Marketing Research.,Vol. 36 No.,PP. 439-460. 
 
Carmines, E.G., Zeller, R.A., (1979), Reliability Hills/London: Sage Publications. 
 
Caruana,A., Pitt,L., Berthon,R.P.,(1996)” Market orientation and business 
performance: some European evidence” International Marketing Review; 
Volume: 13,Issue: 1. 
 
Caruana,A., Money,H., Berthon,P., (2000)“Service quality and satisfaction ± the 
moderating role of value”, European Journal of Marketing, 34,11/12 
 
Caruana,A.,(2002) “Service Loyalty The effect of service loyalty and mediating role of 
customer satisfaction” European Journal of Marketing,36,7/8,PP.1-2 
 
Cravens,D.,Piercy,N.F.,(2003), “Strategic Marketing”. 
 
Dedeke,A.,(2003), “Service-quality: fulfillment-oriented and interactions-centered 
approach”, Managin service quality Durvasula, S. and  Mehta, S. (1998), 
“Relationships between SERVQUAL dimensions and organizational 
performance in the case of a business-to-business service”, Journal of Business 
& Industrial Marketing, Vol. 13 No. 1. 
 
Durvasula,S., Lysonski,S., Mehta,C.,1999 , “Testing the SERVQUAL scale in the 
89 
 
business-to-business sector: The case of ocean freight shipping service” THE 
JOURNAL OF SERVICES MARKETING, VOL. 13 NO. 2 1999, pp. 132-150 
© MCB UNIVERSITY PRESS, 
 
Franco, M. and Bourne, M.C.S. (2004), “Are strategic performance measurement 
systems really effective: a closer look at the evidence”, Proceedings of the 
EurOMA Conference, INSEAD, Paris, Vol. 2, June, pp. 163-74. 
 
Gefen, D., (2000), “Structural equation modeling and regression: guideline for research 
practice”, Communic ation of the Association of Information Syste ms, Vol. 4, 
article 7. 
 
Gounaris, S., 2005,(2005) “Measuring service quality in b2b services: an evaluation of 
the SERVQUAL scale vis-a` -vis the INDSERV scale”, Journal of Services 
Marketing 19/6 , 421–435 
 
Gummesson,E.(1996), “Relationship marketing and imaginary organizations: a 
synthesis”, European Journal of Marketing, Vol. 30 No. 2, 1996, pp. 31-44. 
 
Gummesson, E. (1987), "The New Marketing; Developing Long-Term Interactive 
Relationships," Long Range Planning, 20 (4), 10-20. 
 
Grönroos,C.(1988),”Service quality: the suic criteria of good perceived service 
quality”, Review of business,Vol.9 No.3,pp. 10-13 
 
Grönroos,C.(1994), “From Marketing Mix to Relationship Marketing: Towards a 
Paradigm Shift in Marketing ”,  Management Decision, Vol. 32 No. 2. 
 
Grönroos, C. (2000), Service Management and Marketing A Customer   Relationship 
Management Approach, Wiley,New York, NY. 
 
Grönroos.C. (2001), "The perceived service quality concept a mistake?", Managing 
Service Quality, Vol.11, No. 3 
 
Izquierdo, C.and, Cilian,J., Gutiérrez,S.S (2005),“Impact of customer relationship 
Marketing on firm performance: Spanish Case”, Journal of Services Marketing 
19/4 - 234–244. 
 
 
Johnson,H.T. and Kaplan,R.S(1987),Relevance Lost-The rise and Fall of     
Management Accounting, Harvard Business School Press, Boston, MA. 
 
 
90 
 
Jørgensen,N. (2001). “A contingency model for the company’s use of relationship 
building”,17 the IMP Conference. 
 
 
Krause, D.R., Handfield, R.B., Scannell, T.V., (1998), “An empirical investigation of 
supplier development: reactive and strategic processes”,Journal of Operations 
Management 17 (1). 
 
Kumar,V., Peterson,A.(2005) “Using a Customer-Level Marketing Strategy to Enhance 
Firm Performance: A Review of Theoretical and Empirical Evidence” ,Journal 
of the Academy of Marketing Science. 4(4), 507-516. 
 
Malhotra, K.M., Briks, F.D., (2003), “Marketing research, an applied approach”, 
second edition, England, Pearson Education Ltd. 
 
Morgan, R. and Hunt, S.(1994),“The commitment-trust theory of relationship 
marketing ”,Journal of Marketing,Vol.58,July,pp.20-38. 
 
Parasuraman,A., Zeithaml,V. and Berry,L.(1985),”A conceptual model of service 
quality and its implications for future research”, Journal of 
Marketing,Vol.49,Fall,pp.41-50 
 
Parasuraman, A., Zeithaml, V.A. and Berry, L.L. (1988), “SERVQUAL: a multiple-
item scale for measuring customer perceptions of service quality”, Journal of 
Retailing, Vol. 64 No. 1, pp. 12-40. 
 
Parasuraman, A., Zeithaml, Valarie A., Berry, Leonard L.,(1991), “Refinement and 
Reassessment of the SERVQUAL Scale”, Journal of Retailing vol. 67 . 
 
Svensson, G.(2004) “Interactive service quality in service encounters: empirical 
illustration and models(Managing Service Quality )” Volume 14 · Number 4 · 
pp. 278–287 
 
Sheth,J.N.,(2002), “The Future of Relationship Marketing”, Journal of service 
Marketing,Vol.16, No.7,pp.590-592 
 
Sheth,J.,Parvatiyar,A.,(2002),“Handbook of Relationship marketing”, Sage publication, 
third printing,ISBN:81-7829-104-5(PB) 
 
 
 
 
